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That is what ESG
means to us. And if the
acronym disappeared

tomorrow, we would

describe it simply as
good business

With a new structured Board and the addition
of specialist non-executives, all supported by
an expert leadership team representing our
Agencies, we have built heightened structural
integrity into our governance commitments.
And the social dimension has never been
more urgent - looking after our people,
creating the right environment, and standing
firm in our values when the pressure to

compromise is at its greatest.

Our people want to work somewhere that
reflects what they believe in. Our clients want
partners they can trust. And our investors -
rightly - want to understand the businesses
they back not just through a financial lens,
but through the lens of how those businesses
are governed, how they treat their people,
and how they are positioning themselves for

the long-term.

This report is an honest account of where we
are on that journey - the progress made, the
commitments we are holding to, and the work

that remains to be done.

We are in this for the long-term. That has not

changed. It will not change.

John Carey, CEO, MISSION
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About MISSION

MISSION is a collective of Creative and MarTech Agencies led by entrepreneurs who encourage
an independent spirit. Employing 800 people across 10 locations and 3 continents. Our focus is on
creating real standout, sharing real innovation and delivering real growth for some of the world’s
biggest brands. We believe too much work disappears. This isn’t a big secret, but it does seem
careless. Our approach is different. Everything we do is designed to get to work that makes the

difference Clients are looking for. We call it Work That Counts™.

This unique approach has helped us become a long-term creative partner of market-leading and
challenger brands across the globe. 2025 saw MISSION deliver an operating income of £68m and
total headline operating profits of £5.1m.

Our success as a Group, however, is based on more than our financial growth. The difference we
have on the world around us - our people & future generations, the communities we work and live
within and the environment that we have a responsibility to protect — is of equal importance.
Ultimately, our aim is to achieve sustainable profitability while making a lasting positive impact. We
are focused on delivering our ESG aspirations and targets, committed to being transparent on the

journey and determined to maintain healthy growth.

Our ESG Targets

Environmental

L% reduction in emissions by 2029 and Net-Zero by 2050 (set in line with the Paris
Climate Agreement and the Science-Based Targets initiative (SBTi) Net-Zero Standard).

Commit to the Business Ambition for 1.5°C campaign — the world’s largest and fastest
growing group of companies that are aligning with 1.5°C by helping to halve global
emissions by 2030.

Align goals to reaching scientific Net-Zero focused on real emissions reductions with
only a very limited amount (ho more than 5-10%) of residual emissions removed via high
quality carbon removal programmes.

Deploy Environmental Management Systems and action plans across all Agencies to
address carbon emission hotspots.

Work towards ISO 14001 certification across key MISSION locations.

Build a diverse workforce where everyone can develop their potential.

Create inclusive environments where people can be themselves
and feel they belong.

Demonstrate that diversity and inclusion are central to how we operate.

Gather data to understand the experiences of our people and shape
the actions we take.

Support the communities we operate within, making an impactful difference
to the social causes which matter to our people.

Improve stakeholder advocacy as shown through investor feedback, Client
retention & investment and referral ratings. Focus on connecting governance

to strengthen governance credentials.

8 O O 1 O ambition to operational reality.
Run annual employee satisfaction survey with specific targets on participation,
peop|e |OCOt|0nS Governqnce representation and scoring across key areas of import related to employee health
and happiness.
Commit to annual disclosure via Carbon Disclosure Project providing an
externally benchmarked assessment of governance quality and build on insights

* Science-Based Targets are a set of goals developed by a business to provide it with a clear route to reduce greenhouse gas emissions. An emissions reduction target is defined
as ‘science-based’ if it is developed in line with the scale of reductions required to keep global warming below 1.5°C from pre-industrial levels.
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United Nations Sustainable Development
Goal alignment

In 2015, during the UN Sustainable Development Summit, UN adopted 17 Sustainable Development
Goals (SDGs) in an effort to end extreme poverty, reduce inequity and protect the planet by
2030. They are widely seen as a good practice measure for business with companies having a

fundamental role in meeting the ambitious targets of the SDGs.

MISSION’s ESG strategy is aligned to implementing actions that contribute towards these SDGs.
We are primarily focused on seven goals (highlighted below) with action plans embedded within

our ESG strategy:

DECENT WORK AND
ECONOMIC GROWTH

o

REDUCED CLIMATE
INEQUALITIES ACTION

A
(=)

v

Ultimately, our aim is to be sustainably profitable and do
good in the world. Aligning to these goals will help us to build
long-term resilience, meet stakeholder expectations, and
contribute meaningfully to global sustainability by 2030.

ESG Report 2026

Environmental

MISSION is a collective of five Agencies working across multiple sectors delivering a wide range of communication and
consultative services. Although our direct and indirect impact on the environment is low, compared to other industries,
we can do better in our drive to reduce our carbon emissions in the resources and energy we use, our IT infrastructure,
how and when we travel, the suppliers we select, and how we work to create healthy operating models.

Carbon reduction targets

MISSION began monitoring and measuring its Greenhouse Gas Emissions in 2021 (the global pandemic impacted how we
used our offices and the way people worked, for this reason, we use 2019 as our baseline for our carbon commitments). We
have set goals for carbon reduction aligned to, and verified by, the Science-Based Targets initiative which provides the most
robust framework of its kind supported by the latest climate science. We have followed this 1.5°C pathway since the very
beginning with each Agency laddering up and supporting our broader Group targets. These targets are ambitious with a 44%
reduction in emissions by 2029 and Net-Zero by 2050 across the three scopes of carbon emission - Scope 1 (direct emissions),
Scope 2 (indirect emissions) and Scope 3 (indirect emission that occur in the value chain).

Categorisation

We measure our Carbon emissions in three ways:

Scope 3
Scope 1

Indirect emissions that occur in

Scope 2

Direct emissions from owned or the value chain. This covers several

controlled sources, including gas Indirect emissions categories including water, waste,
for heating, fuel for transport, or from generation of

air conditioning and purchased electricity.

working from home emissions,
commuting, business travel, paper
refrigeration. use, purchased goods and

services.

Our emissions have dropped by 40%
since our baseline in 2019

ESG Report 2026
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Our approach to offsetting

The language used when discussing the climate crisis and
the path governments, businesses, and individuals need to
take can be complex and convoluted. There is a myriad of
terminology put forward creating confusion about the true
meaning of statements that are made. It is important that
we as MISSION are clear from the outset on the path we are
taking and the true meaning behind our aspirations to meet
Net-Zero.

Our path to decarbonisation is based upon the framework
offered by the Science-Based Targets Initiative (SBTi). While
terms like carbon or climate neutrality speak of balancing
emissions, often through the use of carbon offsetting
schemes, MISSION has chosen to align our goals to reaching
real, scientific Net-Zero.

Near-term targets to 2029

5,000
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2,000
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Long-term net-zero targets to 2050

5,000
4,000
3,000
2,000
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To achieve this, organisations are required to focus their
efforts on real emissions reductions with only a very limited
amount (no more than'5-10%) of residual emissions removed
via high quality carbon removal programmes.

Decarbonisation will rely on adaptation and change, altering
the way we do business so as to not emit in the first place.
Only upon achieving a targeted level of reductions can
alternative schemes be looked at to remove any residual
emissions relating to the business’ operations.

The path ahead will not be easy, but we are ambitious in our
goals and will do everything in our power to support the
limiting of global warming to 1.5°C and avoid the worst
impacts of climate change.

2024 2025 2026 2027 2028 2029

2019 2024 2029
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2034 2039 2044 2049

Carbon reduction goals

Deliver against our emissions targets (44% reduction in emissions by 2029 and Net-Zero by 2050) at the
pace and scale required by climate science and in line with the Paris Climate Agreement and the Science-
Based Targets initiative (SBTi) Net-Zero Standard.

Live our commitment to the Business Ambition for 1.5°C campaign — the world’s largest and fastest growing
group of companies that are aligning with 1.5°C by helping to halve global emissions by 2030.

Reach scientific Net-Zero focused on real emissions reductions with only a very limited amount (no more than
5-10%) of residual emissions removed via high quality carbon removal programmes.

Reduce as much as possible as quickly as possible.

Measure with confidence and report our progress, holding ourselves to account to consistently do better.

Share our learnings and best practice across our 600 plus Client base to help advance journeyss

N (O O

Work with suppliers to improve our measurement and encourage positive environment@l action in our supply
chain.

ESG Report 2026
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Building an infrastructure for change

Key to achieving our environmental targets will be the infrastructure we have created within

the Group in order to create meaningful, carbon positive change. This allows us to address

everyday actions, to constantly review our ways of working and learned behaviours and

consider the environment as a primary stakeholder.

MISSION’S ESG Steering Committee - Board level group
ensuring environmental impact embedded in business
decision-making.

Environmental Champions - Network of environmental
champions representing our Agencies allowing us to
share successes, learnings and best practice across
the Group.

Group Engagement - Internal engagement campaigns
across the Group focused on our environmental journey
and behaviour change.

Investors - 121 sessions with key investor groups to
review value markers for ESG investment and

MISSION standing.

EMS - Creation of Environmental Management Systems
(EMS) for key Agencies focused on their specific carbon
hotspots aligned to help MISSION achieve its Science-
Based Targets.

Verification - External verification and benchmarking to
progress learning, such as Ecovadis (the world’ s largest
and most trusted provider of business sustainability
ratings) and the Carbon Disclosure Project (global
disclosure system for investors and companies to
manage their environmental impacts, classified as

gold standard of environmental reporting)

Partnerships - Agency partnerships across our
industry and beyond with the likes of 51toCarbonZero,
Isla, AdNetZero, FrontFoot, AdGreen and Greenshoots
to build knowledge, share best practice and drive
industry change.

We will consistently review our business practices, operating
models and infrastructure; challenging ourselves and
traditional ways of working to create positive practices to
support our carbon reduction targets and our Agencies.

ESG Report 2026

Agency Verification

Within the Group, Agencies environmental standing and
progress has been verified through external certifications and
accreditations:

ISO 14001 - five certifications of ISO14001 Environmental
Management Systems have been awarded across the Group
to Bray Leino Events, ThinkBDW, Story, krow London and
krow Norwich. This provides a structured framework to
manage environmental impacts and improve sustainability.

ISO 20121 - Bray Leino Events has also achieved 1ISO20121
Sustainable Event Management ensuring integration of
sustainability into their event planning and execution.

Ecovadis - a globally recognised sustainability ratings
platform that assesses and scores companies on their
environmental, social, ethical, and supply chain practices,
Ecovadis features 175,000+ companies rated across 180+
countries and 230+ industries. Three Agencies have been
certified with EcoVadis including krow kinetic (Gold), Speed
(Silver) and Story (Bronze), enabling the Agencies to pursue
meaningful improvements and meet their sustainability
objectives, on a global scale.

Carbon Disclosure Project — CDP is the gold standard for
voluntary environmental disclosure used by investors to
assess environmental risk and evaluate a company’s
commitment to sustainability. MISSION has been completing
CDP and its 13-module questionnaire totalling over 100
questions for the past three years. Strongly aligned to IFRS S2
Climate-related Disclosures, MISSION’s CDP rating affirms
its Agencies’ sustainability credentials with the Clients they
support.

Carbon transition plan (CTP)

Our Carbon Transition Plan is an action plan which clearly
outlines how we will transform existing assets, operations,
and business models to transition towards achieving
Net-Zero by 2050. The plan is our roadmap to how we will
align our business to help prevent the worst effects of the
climate crisis and meaningfully contribute to a sustainable
economic model where business and climate related
decisions are interwoven, and where people and planet
can thrive.

In preparing this plan, we have followed guidance and
frameworks from the Carbon Disclosure Project (CDP) and
the Task Force on Climate-related Financial Disclosures

(TCFD), whose recommendations have been fully
consolidated into the International Sustainability Standards
Board (ISSB)'s two standards: IFRS S1 and IFRS S2. In June
2025, the UK Government published its exposure draft UK
Sustainability Reporting Standards (UK SRS S1 and UK SRS
S2) which we will monitor and adapt our reporting and CTP
as these become finalised.

Covering our management approach, climate risks &
opportunities, governance, GHG profile and reduction
targets, our CTP will be reviewed annually to ensure we are
assessing not just our progress against our Net-Zero target
but ongoing committed action for change.

Mission’s path to net zero

How we will reduce Scope 1& 2 Emissions

*  Maintain 100% renewably sourced electricity
usage at all UK sites. Aim to reflect this globally
by end of 2026.

. Consolidation of estates (18% from 2019 to 2023,
further 20% by 2030) where possible plus adoption of
smart building technology seeing reduction on
associated energy, water and waste.

. Support Agencies in creation of robust EMS plus
implement ISO 14001 across key MISSION locations,
with a critical focus on annual energy consumption
reductions by 2028.

«  Transition entire fleet to electric vehicles (EV) by 2029
and encourage sign-up to our Tusker electric car salary
sacrifice scheme spanning new and used EVs.

How we will reduce Scope 3 emissions

»  Redefine MISSION’s relationship with business travel
and what travel is necessary. Support staff to transition
to more sustainable modes of travel for all commuting
needs with adoption of Group wide travel policy and
engagement of carbon reduction focused travel
Agency.

«  Create a new supplier register system which houses a
network of climate-resilient, and sustainability focussed
direct and indirect suppliers.

. Development of a Sustainable Procurement Policy
in 2026, with stipulations in procurement policies /
supplier contracts to reduce primary materials in
supply chain.

*  90% recycling rate by 2030 globally.

»  Develop our service offerings to be as sustainable as
possible through engagement with industry initiatives,

third-party consultations, and project-based carbon
footprint tracking.

ESG Report 2026
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Environmental

Green minds

Our Environmental Champions met for their now-annual gathering at our offices
in London. This Away Day is a chance to come together, be inspired, share ideas
and explore how Champions can help their Agencies take meaningful steps to

drive positive change across the Group.
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Carbon impact 2025

In 2025, Agencies worked with an external environmental
consultancy to capture information covering all activities
including our offices, travel, purchases and working from
home. 2025 emissions saw a 13% decrease from 2024
(B.40k4 to 2,936 tCO2¢) due to a reduction in FTE and office
space across the Group, improved data accuracy and
adjustments to UK Government emission factors which were
reflected in data reported..

With enhanced carbon reporting beginning in 2023, this
marks the second year of a full dataset since the introduction
of our new carbon reporting tool. The commitment to
continually improving data accuracy, in 2025 we have
delivered a 40% overall decrease in Group emissions
compared to the baseline set in 2019.

In 2025, Scope 1 emissions from owned or controlled sources,
such as heating and fuel for transport decreased by 2%. A
review of apparently higher employee fuel card usage in
2025 compared to 2024, has resulted in a data review, that
has led to a change in Scope 1 for 2024 that is now reflected
in figures shown, and covers all angles for accurate reporting
for future years to come.

Further decreases (44% on 202%4) are seen in Scope 2 which
covers indirect emissions from generation of purchased
electricity, driven by office consolidation, and efficiency
improvements in remaining locations. Accuracies in reporting

have led to improved data results. The resultant Scope 2
emissions fell at a faster rate than energy consumption due to
the decarbonisation of the UK’s electricity grid, with a 14.5%
decrease in intensity from 202L4.

The majority of emissions sit within Scope 3 (2,211tCO2e, a
11% decrease from 2024) which covers our primary value
chain — water, waste, commuting, business travel and
purchased goods & services. Despite flying further, and in
more-carbon intensive classes in 2025, overall air travel
emissions decreased by 12% compared to 2024. This drop is
due to the 2025 update to DEFRA flight conversion factors, in
comparison to 2024 factors which were still skewed by 2021
Covid-era data. Now flights have higher load factors,
reducing the emissions intensity per passenger-km. There has
been a decrease in rail travel (-2%), and road travel (-44%), a
positive reflection that staff are opting for travel via low-
carbon methods were feasible. A 7% decrease in employee
commuting, linked to a reduction in FTE and office
consolidation. Under Scope 3, we have seen a decrease in
waste related emissions (-18%), with a focus across the Group
for improved waste management and efficiencies, especially
post-introduction of Simpler Recycling legislation in the

UK in 2025.

Our ESG Targets

% change

2019 2020 2021 2022 2023 2024 2025 from baseline

Scope 1 475 324 4116 338 467 535 522 10%
Scope 2 522 390 311 264 281 368 203 ~61%
Scope 3 3863 1424 1793 2194 2158 2501 2211 43%
Total emissions 4860 2138 2520 2796 2906 3404 2936 -L0%
ol emissiors 47 o 2.8 29 3.1 3.3 3.6 23%

per person

Absolute Emissions Per Year (tCO2e)
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nmental impact - Agency spotlight

Agency

Client

Bray Leino Events

CYBERUK 2025 at Manchester Central

ESG Report 2026

Environmental

Solution

There were clear necessary changes highlighted
previously that would provide both reductions

and benefits.

The elimination of red meat across the 2-day
programme for delegates and staff. Swapping

for plant-based and low-emitting meat options.

Addressing staff travel by partnering with
Train Hugger for 72% of staff journeys, where
a tree was planted for each booking made.
Another partnership with onboard:earth, to
raise donations for environmental restorations,
to combat emissions caused by travel to live

events, making a positive difference.

Ensuring an increase in hired materials, and

where possible the reusing of them post event.

Impact

Recognised as Best Large Scale Events,
Conferences & Exhibition by C&IT Impact
Awards 2026 for delivering reductions through

informed evidence-based decisions.

An overall 6.5% reduction was achieved, with
the elimination of red meat alone halving the

emissions associated with catering.




Environmental

Environmental impact - Agency spotlight

Challenge Solution

Working with MSF for their ‘Part of the Team’ campaign, not only presented with the As krow opts to follow AdGreen’s Sustainable

challenge of convincing donors their £10 truly makes a difference, but ensuring the Production Agreement, they also require any

production of campaign considered its environmental impact. production company to commit to this too.
They are also asked to record the impact via

krow see being green as a shared responsibility between all involved, to increase discussion 1Green’s Carbon Caleulator.

and collaboration to work in an environmentally friendly way.
gh an impactful campaign set in an
tline operating theatre, the emotional
ports a donor from her living room

e action, shoulder to shoulder with

f, showing donors, they are part of

eeping impact to a minimal,
of clothes reused, using hired
onor’s home set with MSF
for surgical scenes — alll

g waste.

Impact

Praised for its ability to connect audiences and
drive meaningful donations, the campaign has
won "Best Fundraising Campaign - Charity or
NGO" at the Purpose Awards 2026.

Through the use of AdGreen’s carbon calculator,
across the MSF work as well as across a number
of other projects, krow have been recognised
been as an AdGreen Super User for 2025.

ESG Report 2026

23



Environmental

Environmental impact - Agency spotlight

Agency Bray Leino

Client North Devon Surf Reserve

Solution

An online funding platform that will he

vital funds to protect the NDSR a

engagement and place in the

At the Save the Waves
NDSR shared the fu
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Social

The quality of our work, the strength of our Client
relationships and the resilience of our performance are rooted
in the capability, commitment and character of our People. We
are focused on building an organisation that is commercially
effective, but also human, inclusive and supportive.

Creating the Conditions for Growth

Across the year we have concentrated on strengthening
individual capability, developing leadership at all levels

and clarifying expectations and accountability. We are
increasingly deliberate in defining roles, supporting
development and enabling People to do their best work
individually and collectively. Leadership is not confined to
job titles. We continue to promote a model of distributed
leadership, encouraging colleagues to take ownership of

the moments that matter whether leading themselves, their
teams or the organisation more broadly. This approach keeps
decision-making close to Clients, clarifies accountability and
preserves our entrepreneurial culture as we scale.

Supporting Wellbeing

The wellbeing of our People remains a priority. Across the
Group, colleagues have access to mental health support,
confidential assistance programmes and trained Mental
Health First Aiders. Flexible working practices remain
embedded, recognising that people perform at their best
when professional and personal responsibilities are balanced.

We understand that wellbeing is not achieved through
policies alone, but through everyday behaviours - clear
communication, reasonable workloads and supportive
leadership.

ESG Report 2026

Diversity & Inclusion

We remain committed to building an inclusive environment
in which People from all backgrounds can thrive.

During the year we have strengthened the foundations of
our diversity and inclusion agenda. For example, we have
increased our focus on neurodiversity, recognising that a
proportion of the workforce process information differently
and that these differences bring both strengths and
opportunities. Awareness sessions and guidance have
helped managers and colleagues better understand
neurodivergence, with workplace adjustments and support
processes introduced to ensure that individuals can perform
at their best.

Our aim is not simply representation, but belonging,
ensuring that every colleague feels able to contribute fully
and authentically.




Social

Putting our people first

Birthday Celebrations

2 1st April thi 5
All About That Pace Story turned 24 on 1st April this year.

Permission granted to down tools
A cross-agency challenge saw krow, Livity, Story and Bray Leino come together to <

and celebrated with pizza, prosecco
battle it out in a Stepathon. Randomly organised into teams across the different P & .
and beer (alc and non-alc versions
available) in the office. A lovely way to
make a big old fuss of the people at

the heart of the Agency's success!

Agencies, the month-long challenge saw 7 different teams taking part and
collectively tracking just over 25 million steps!

Crafty at Christmas

Bray Leino Events rang out the end of another
packed year, bringing the pace down to have

a relaxing ‘Christmas Crafternoon’. Across two
craft sessions, accompanied by mince pies and
some mulled wine, the team got to work making
Brussel sprout pompoms adorned with crowns,

Paws and Reflect

krow hosted a Puppy Therapy session designed to boost wellbeing, reduce
stress, and bring a smile to someone’s day. For a quick mental reset or just
wanting to enjoy some joyful puppy cuddles, the session offered the perfect

break f o] hedule.
and paper chains that decorated the office and redik from abusy schedule

air-dry clay tree decorations. A great afternoon
getting into the festive spirit!

Step and Sow with Speed
As part of Speed’s annual wellbeing at work plan, the team gather every Calm in the Chaos
month for a ‘wellbeing walk’ in the local area. Providing a great opportunity

Bray Leino wanted to help the team improve their relationship with the
for some fresh air away from their desks and spend time with colleagues

stress that comes with the challenges of work. In partnership with Nick

Gy gl et et vl e el Spose ragliarly hosts sl 8 G dime Elston and Zoe Thompson, two external inspirational speakers on the lived

&1 g/t o Efpentie ieiaites ey velus, e eff Tmpeiieiss o el tse m. il experience of mental health, a set of webinars were developed to provide a

one event seeing them come together to plant seedlings while some people flexible, high-impact wellbeing programme — designed to help everyone

shared personal experiences around mindfulness or advice on ways to . . -
navigate stress, build resilience and stay connected.

support their mental health.
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Supporting local communities

Community connection remains an important part of our identity. With 10 locations and more than 800 people worldwide,
maintaining strong connections with the communities where we live and work is an important part of who we are as a Group.

Our Agencies continue to support local charities and initiatives through fundraising, volunteering and pro bono work. Long-
standing relationships with organisations such as North Devon Hospice, RNLI and Macmillan Cancer Support remain in place,
alongside support for local food banks, arts initiatives and education programmes.

ABigGive

Caring in Bristol

CoppauFeel!® MACMILLAN

breast cancer awareness CANCER SUPPORT
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Social

During 2025, we continued to open our Agencies to local schools, colleges and universities through open days, work experience
placements, paid internships, mentoring. These initiatives play an important role in supporting the next generation of talent and

helping create more accessible pathways into our industry.

h\d
Ulster
University

MORWICH
NIVERSITY
OF THE ARTS

He
BEdinburgh

College

UNIVERSITY OF

LINCOLN

FALMOUTH

UNIVERSITY
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Social impact - Agency spotlight

’s youth homeless crisis.
Agency Speed

Client 1625 Independent People s a public exhibition in Bristol:

Campaign  Street Dreams g showcase of resilience and

esigned to stop passersby in their

racks.

Impact

Street Dreams gave young people at risk of
Challenge gave goting peop

homelessness a voice, a platform and a chance
1625 Independent People is a charity that works with young people who are homeless, P

. . - . to be seen as more than their circumstances.
leaving care or at risk of homelessness in Bristol and the South West. The campaign needed

to showcase the lived experiences of the young people supported by 1625 Independent

People, in an authentic and empoweri The campaign’s creativity and authenticity

X ering way.

captured widespread attention, selected as one
of PRWeek’s Campaigns of the Week, putting

1625 firmly on the national stage.

By blending creative storytelling with
measurable impact, Street Dreams not only
achieved triple-digit growth across every digital

channel but transformed awareness into action,

opportunity, and empowerment.




Challenge

In an era where teenagers' lives are inextricably digital, a widening generational gap has

left parents and carers feeling disempowered. While 70% of them are aware of online safety

tools, only 22% actually use them.

The need to develop resources to learn more about safety tools and features on social media

platforms, as well as learn about other topics such as developing healthier habits.

Solution

Working with teens and parent creators across
Europe to produce over 30 unique films offering
guidance on how to get more confident with a
teen’s online world — and crucially how to start
conversations that build trust not tension.

By utilising platform-native content trends
safety advice was transformed into engaging,
intergenerational dialogue to drive meaningful

change in the digital literacy of parents.

Social

Impact

With the digital campaign reaching 70m+

views on TikTok, the impact has scaled into
taking it offline into local communities to engage
with those parents facing higher levels of digital
exclusion and language barriers through
face-to-face workshops and physical resources.
This has resulted in a long-term commitment

to educating parents and carers through
resources and practical advice to "navigate

better together".




Social impact - Agency spotlight

Agency Story
Client UK Home Office

Campaign  Enough: End Violence Against Women and Girls

Challenge
A key strand of the UK Home Office’s Enough campaign is to raise awareness of what

constitutes abuse.

One specific challenge was to get potential perpetrators of VAWG to recognise their

problematic views and take steps to change.

Solution
Story created the ‘Crossing the Line’
interactive tool — a quiz aimed at 18-24-year-

old males with problematic views.

Using gamification techniques and very
carefully presented questions, shown as group
chats and social media posts, the campaign
was able to engage, educate and signpost

further information on this difficult topic.




Governance

We believe that governance and the corporate safeguarding of MISSION and its stakeholders is not

merely an afterthought in amongst the ESG trio. It serves as the cornerstone of our interactions with

investors, employees and suppliers. This engenders trust and cooperation internally whilst providing

reassurance to our stakeholders externally.

Empower Decision-Making

MISSION has an ESG Steering Committee that is responsible
for ensuring our business and operational plans and Board
decision-making are aligned with our ESG aims. Comprising
key senior leadership members including the CEO, CFO,
Head of People and our Group ESG Lead, the Committee is
focused on developing strategies guided by a ‘People, Planet,
Profit” framework.

This structure provides clear oversight and accountability for
our ESG commitments, ensuring that progress is monitored,
risks are managed and opportunities are identified as we
continue to evolve our business responsibly.

For MISSION, good governance is about transparency, trust
and accountability and recognising all stakeholders need to
be part of our journey if we are to make a positive difference.
In this journey, MISSION is committed to being open and
transparent, always, recognising our successes but also
areas for growth.
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Respecting Agency Individuality

Unlike many other Groups, our Agencies, which have mainly
come into the Group via acquisition, retain their
entrepreneurial spirit and individual cultures, with MISSION
providing the support infrastructure to enable cross-selling
and economies of scale. This balance between independence
and collaboration remains central to our model and continues
to be a source of strength as we evolve.

This structure supports a highly personalised and people-
centric culture which has led to an expanding and loyal Client
base (55% of our revenue is from Clients who have been with
us for more than five years). We believe the role of the Board
is not to direct these Agencies but to ensure they are
supported and collaborate to deliver the best work to help our
Clients succeed.

Make-up of the Board

The MISSION Board and Non-Executive Group have a good balance of sector and financial experience alongside an executive
team of Agency CEOs who provide a ‘front seat’ view of Agency challenges, opportunities and the marketplace as a whole. The
Board is responsible for the long-term success and growth of the Group, embedding effective controls which enable risks such
as cyber security, market resilience, economic volatility and political instability to be assessed and managed.

B

David Morgan MBE John Carey Giles Lee

Non-Executive Chair Group Chief Executive Group Chief
Financial Officer

Claudine Collins

Non-Executive Director

Emma Wright Jon Kempster

Non-Executive Director Non-Executive Director

Held to account by independent Audit & Risk and Remuneration Committees, the Board is focused on ensuring that our People,
Agencies and the Group are consistently safeguarded.

Our existence as a marketing Group is dependent upon our ability to foster strong and mutually beneficial relationships with all
Stakeholders. Alongside sustainable growth, we see Client happiness, the consistent evolution of our offers and capabilities, and
staff retention levels as indicators of our collective success which are consistently measured by the Board.
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MISSION’s ongoing commitment

This ESG report outlines our approach to measurement and target setting, and our plo

environmental impact, improve our social impact, and continue strong governance ac
MISSION Group. But we will only succeed if we continue to evolve our ambitions wit
review of targets and progress made.

Our commitments:

Measure all environmental and social impacts and improve the techniques by which we mea
possible, to drive accuracy in our reporting.

Report our ESG performance annually to highlight progress against targets but also hold ourselve
accountable to where more focus needs to be made.

Secure independent, external validation, and work to address gaps and recommendations provided.

e learnings, and best practice to accelerate our journey and that of our Clients, the
industry.

ndard and Corporate Value Chain Accounting and

s criteria for near-term targets.
Sustainability Development Goals.

osure Project




MISSION

Want to find out more?

Contact Kelly Pepworth, MISSION ESG Lead,
kelly.pepworth@speedcomms.com
or John Carey, MISSION Group CEO,

jcarey@themission.co.uk



